
Web Audit Guide



You have to regularly perform 
health and well-being checks 
to make sure that everything 
is running to its optimum  
performance.

But, performing a website 
audit can be a daunting and 
stressful process. The possible 
list of problems your site may 
face could be huge and  
having to go through the  
process manually, by yourself, 
is one big time suck.

Which is why we put together 
this e-Book. We want to help 
you establish if your website 
needs an audit in order to get 
the attention it deserves.

This guide is based on our 
work with businesses large 
and small and from a variety 
of B2B and B2C sectors.

We help clients dive deeper  
in to their online presence 
and analyse every aspect of 
their website, helping them  
understand SEO, content  
and usability. We also look at  
the marketing that drives the 
initial click. So the beginning 
of the journey as well as the 
arrival on-site.

But, for now, let’s concentrate 
on how we can help you  
audit and ultimately,  
benchmark your website.
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As human beings we regularly asses our own health  
and well-being. We do this through a series of audits;  
whether it be going for a health check with your GP,  
joining a gym and having a fitness assessment or even 
booking a ‘get away from it’ holiday to relax the mind  
– we use the audit process to understand what we need  
to change. And the same goes for your digital presence.

Hello!
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Why audit  
your website?
The purpose of a website audit is to give a complete 
and detailed analysis of a websites health,  
performance and speed. It allows you to see how  
effective your site is and where you could make  
improvements. It also helps you to identify issues that 
could be damaging your website performance:

So, before we begin you should probably work out why 
you’re doing a website audit. Here are some common  
reasons why businesses audit their sites:

• They want more business; an audit is a useful tool in  
helping to identify how to increase leads and/or sales.

• They want to improve their search engine rankings.

• They want to help their users be able to navigate their 
website with ease and give them a better overall experi-
ence.

• They don’t want to suffer penalisation from search  
engines resulting in poor ranking.

• They want to improve the speed and overall  
performance of their websites.

• They want to find out what their competitors are doing 
and use this to their advantage.

These are just a handful of reasons why a business may 
choose to invest in a full audit of their website. 

Remember that the internet is forever evolving and search 
engines make regular changes to keep up with this  
evolution.

Therefore it’s important to audit your website to ensure that 
you’re doing everything you can to grow your business.
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What you need to 
run your web audit

Access to Google Analytics and an  
account that has been active for at 
least 3 months  

If you’re using your website to generate sales 
then you will need to understand the cost(s) of 
the products you are selling.

Your enquiry or sales data for 
the 3 month period.

Conversion / goal tracking set-up as a 
core metric – for example; enquiries
or sales in Google Analytics.

If you want your website to generate leads 
then you’ll need to work-out the average  
conversion from enquiry to sale and the  
income generated by each sale. 

Before any changes can be made, you need to have a strategy 
that works. Therefore it’s important that you have the data to 
hand that will help you put together your plan and successfully 
carry out your audit. Here’s what you need…
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General benchmarking

It is important to think about other external factors that your 
customers are experiencing that might affect performance. 

These might be down to the time of year, a change in  
customer behavior, new competition or a socio-political 
change such as a rise in interest rates or as it is right now, 
uncertainty around Brexit!

If you’re above the 5% then congratulations! But 
now is not the time to sit on your laurels – even if 
you are hitting those numbers, there will almost 
certainly be room for improvement.

Why context 
is important

As well as the external factors 
mentioned above, it’s important 
to analyse data so that you have 
context and understanding to 
interpret your websites  
performance.  

The first step will be to start 
looking at a number of data 
sets. From there, we will begin 
to build a picture as to what 
might be going on. 

Remember, the quantitative 
data will give us the ‘what’ is 
happening and we’ll need  
some detective work to  
establish ‘why’ it’s happening.

Sometimes a website may not 
be performing as expected on 
the surface, but in reality – it 
may well be doing well  
behind the scenes.  

As a rule of thumb, if your website is generating enquiries 
and sales of between 3% – 5% then it’s performing well.
If it’s under 3% then there may be some elements that 
you can fix that could instantly improve this.
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At this stage we are interested purely in Bounce Rate. 
Bounce Rate is defined as the % of users who leave 
the website from the 1st page they land on. You can 
think of Bounce Rate like a customer going into a 
shop only to turn around and walk out seconds later.

We typically suggest that a website is performing well 
if it has a bounce rate of below 30%.

Anything above this is usually an indication that users 
are not engaging with the site very well. 

To check if users are leaving the site quickly  
we then click on: 

overview > behavior > engagement

Here we can see the number of sessions that last less 
than 10 seconds. Now take this number and divide it 
by the number of total website sessions and if the % is 
over 30 then the site could and should be performing 
better. 

You should now see data showing:
Sessions
Users
Page views
Pages/ sessions
Avg session duration 
Bounce rate

Task 1 – Let’s look at the overview  
Go in to your Google Analytics and set the data range  
for the last full 3 months, before clicking overview.

At this stage we are interested purely in Bounce Rate. 
Bounce Rate is defined as the % of users who leave 

Google Analytics
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Task 2 - Check where users  
are coming from  
To find this data go to: Overview > GEO > Location  

Here you will see how much traffic is coming from those 
countries you trade with. If you are trading purely within 
the UK then you will want a high % of traffic to be com-
ing from the UK. 

If not, the stats you’ll see will be making an impact on 
the enquiry and sales conversion rate you have. 

If you want to see purely UK traffic, you will want to 
add a segment into Google Analytics to reflect purely 
UK based traffic. 

Google Analytics
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Now let’s see how your website performs across a variety 
of devices. The key metrics we are looking at here are: 
Bounce Rate and Conversion Rate. 

Don’t panic if it shows that your mobile performance has 
a higher bounce rate than your desktop performance. It’s 
quite common to see that a company’s mobile perfor-
mance has a higher bounce rate and lower conversion 
rate than desktop performance. 

However, this does not mean that it cannot be improved 
to match the desktop performance. 

The key is understanding how the user journeys for dif-
ferent devices can be improved for specific user needs.  

This exercise will at least give you a good idea of where 
you can improve bounce rate and/or conversion.

Task 3 – Device performance 
Go to Overview > Mobile > Overview 

you can improve bounce rate and/or conversion.

Device Performance
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After looking at the above we often skip to looking at 
landing page performance as this gives us a good feel of 
how effective the websites key pages are performing. 

Secret Hack: We often find that the main reason a marketing cam-
paign isn’t working is nothing to do with the quality of the traffic 
driven to the website, but everything to do with the website and 
landing pages not being optimised as well as they could be. Lesson 
to take away – conversion is just as important as lead generation.

Focus on the top 10 landing pages with a similar exercise as before. 

Check the bounce and conversion rates, paying special attention to 
the pages with high visitors / sessions that are performing poorly. 

Task 4 – Landing page performance 
Go to Behavior > Site Content > Landing Pages 

Landing Pages
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A quick calculation showing what a page 
should be achieving will help you justify in-
vestment in improving that specific page. 

Webpage  ‘A’  gets 2000 visitors, it has a 75% bounce rate and a 1% conver-
sion-to-sale ratio. It achieves a sales income of £250 per sale. 

So in the example above, you could be doubling your sales and  
income by reducing the bounce rate from 75% to 50%. 

Improving a single web page may cost anything from between £100 to 
£2000. Yet the increase in income from this example alone, over 1 year 
would be an extra £60,000 (£5,000 x 12 months). So as you can see, 
this makes it a worthwhile investment. 

Of course we are unable to list real examples here due to client  
confidentiality but suffice to say it’s not unusual for us and our clients 
to see similar results.

Task 4 – Contd.. 
Go to Behavior > Site Content > Landing Pages

Bounce rate at 75%
Visitors = 2000
Those that bounce, 75% = 1500
Those that stay on-site, 25% = 500
Conversion from those that stay  
on-site to sale = 4% 
Total sales = 20
Income @£250 per sale = £5,000

Bounce rate reduced to 50%
Visitors = 2000
Those that bounce, 50% = 1000
Those that stay on-site, 50% = 1000
Conversion from those that stay  
on-site to sale = 4% 
Total sales = 40 
Income @ £250 per sale = £10,000 

Example
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Now repeat the same exercise as task 4 on your top 10 
most viewed pages. There may be a cross over here  
regarding key landing pages, but this will also help you 
prioritise which pages you should concentrate your  
efforts on. 

Task 5 – Page performance 
Go to Behavior > Site Content > All Pages

Page Performance
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Exploring channel performance is one of the last key  
areas to look in to. This will help you evaluate which  
channels you should invest in, in order to drive more  
traffic. It will also help you to identify which channels 
could be performing better if the traffic were to land  
on a specific page.  

Task 6 – Channel performance
Go to Acquisition > All Traffic > Channels)

As we’ve already said, take a close look at the bounce 
rate and conversion data. As long as you are aware 
of how much it costs to drive each visitor into the 
site from each channel, then you can evaluate which 
channels you should invest in and which pages you 
should be optimising. 

site from each channel, then you can evaluate which 
channels you should invest in and which pages you 

Channels
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With the data you have gathered you should now be 
able to present your findings to your organisation. It’ll 
make you feel good to know that you have a good set 
of solid numbers that will support your case for further 
investment. 

Task 7 – Present your findings

As they say, the numbers never lie. So the data that you’ll 
share will add credibility to the overall marketing measure-
ment and performance. Who knows, you may even gain a 
new friend in the form of your Finance Director.

Ready to take your website and  
digital presence to the next level?
If your website isn’t delivering the traffic, search 
engine rankings or enquiries/sales conversions 
that you were hoping it would, then its time to do 
a website audit.

To get the data that will make the  
difference, you need to talk to an  
expert and that’s where InsightfulUX 
can help.  When we audit websites  
we drill much deeper than we have 
outlined here. 

We start by investigating multiple  
variables in combination. These are 
called ‘secondary dimensions’. 

We take the time to investigate the  
effectiveness of channels split by  

device type. We delve into more  
granular data to give greater context 
to the parts of your website that need 
attention. Put simply, we’re looking to 
understand how effective the website 
is compared to customer A on their 
iPad versus customer B on their laptop.

The objective is to bring greater value 
to our clients by focusing on the areas 
that can deliver the best return on 
investment.
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The techniques we’ve explained in this e-Book will help 
you get a good baseline reading for how your website is 
performing. As we mentioned earlier, our web audit also 
explores potential SEO improvements and how the site 
can be improved to enhance the overall user experience.

Beyond the audit

Want to dive deeper?
Our full digital review will diagnose and prescribe with analysis and recommendations 
on how to improve performance. The review includes the following activity: 

Analysing your website stats to help 
prioritise areas of improvement

Reviewing the effectiveness of your 
website in helping your users undertake 
specific tasks

Comparing your competitor’s website & 
digital activity across PPC, SEO and social 
to help identify how you can improve 
your own overall digital presence. 

Illustrating the value that additional 
channels can bring to increase enquiries 

Evaluating your current digital activity 
to identify opportunities for improvement

Highlighting how we may help you gath-
er additional insights to help you engage 
and convert more prospects, whilst also 
helping illustrate how to service them 
more effectively.

Providing a prioritised list of recom-
mendations to implement. So you know 
which elements to implement and test 
in terms of the value we believe they will 
bring to your business growth.

Facilitating a workshop with you and 
your team. We’ll debrief the main points 
of the audit so you can form an action 
plan from our recommendations.

The aim of the deep dive is to help you identify how to 
grow your business further using digital activity.

Our reviews are typically 100-150 pages of in-depth analysis 
which on average, include 50+ recommendations for  
improvements. This work take us 2-3 weeks to produce and 
the prices start from £2000 + VAT.  

Remember all the results we have highlighted in this e-Book 
started with a full online review. 

To find out more, email Lee Hill or call 07714 704622.

mailto:lee%40insightfulux.co.uk?subject=Enquiry%20from%20reading%20your%20Web%20Audit%20Guide%20e-Book


Contact:
Lee Hill, Managing Director

lee@insightfulux.co.uk 
Tel. 07714 704622
insightfulux.co.uk

lee@insightfulux.co.uk 
Tel. 07714 704622
insightfulux.co.uk




